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In this report, you will find a collection of sample welcome experiences demonstrating best practices for guiding new customers through pre- and 
post-purchase experiences across different channels. While this document is not exhaustive, it should offer a glimpse into how your peers are 
approaching lifecycle email marketing as well as inspiration for ways to approach building out your own program. 

This report does not cover other triggered lifecycle moments or end-to-end lifecycle experiences. You can find more on these topics in the following 
reports:
• Lifecycle Email Marketing Practices and Examples 

• Best Practices in Customer Lifecycle Marketing (Coming Soon…)

• Insights. Each section contains notable insights into customer behaviors, attitudes and needs as they begin to engage with your brand. Use them 
to help you better understand your customers and define your marketing objectives moving forward.

• Inspiration. Use the examples in this report as inspiration for your own marketing initiatives. These are not intended to be a perfect representation 
of a given practice, but rather a collection of examples demonstrating how your peers have approached their new customer welcome
experiences.

• Checklists. Use the “Getting Ready” and “Build Your Content” checklists at the end of each section to help you get started on building out your 
own best-in-class welcome experience.

• Leverage Your Simon Data Team. Your dedicated Account Manager and the Simon Data Advisory team are available to discuss how you might 
use the principles featured in this report across the Simon Data platform to help you meet your own objectives. Reach out and schedule a 
conversation.
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Fast Facts: Welcome Experience

Customers begin their 
relationship with a brand well 
before signing up for email, 
so an expansive welcome 
experience is critical to 
building brand affinity.

• Welcome experiences set 
the tone for customer 
engagement moving 
forward and are often the 
first step toward a long-
term relationship.

• Customers often expect 
brand emails to offer 
discounts, but many brands 
commoditize themselves by 
falling back on promotional 
offers too soon.

Tip: 
• Do your homework. Use 

customer research and 
surveys to understand your 
customers’ use cases, pain 
points and objections to 
build a valuable 
experiences that resonate.

Source: Simon Data analysis; 1) Neil Patel 2016; 2) Shopify 2019; 3) Gartner 
2017; 4) Gartner 2019.

Good Welcome Experiences Drive Sales

• Enable valuable data collection. By creating a 
meaningful welcome experience on site, you can collect 
valuable data to enhance the customer’s post-
purchase experience.

• Establish your brand. Giving customers a purposeful 
look, feel, and voice from their first visit to your site helps 
establish the brand and set expectations for what life as 
a customer would be like. 

• Drive future open rates. Customers who read at least 
one welcome email will read 40% more content from 
you over the next 180 days, on average.1

• Take the long view. An estimated 47% of customers 
aren’t ready to buy now, but will sometime in the future.2
A thoughtful welcome experience creates a platform to 
nurture those customers until they are ready.

• Offer value, not discounts. Where 54% of today’s 
consumers say they only pay attention to personalized 
emails that include a discount3, a well-tailored 
experience can offer non-financial benefits such as 
ease and simplicity of the experience, confidence-
building, and coaching making them 2x as likely to 
follow through on purchase and recommend peers4.
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of purchases via email subscribers happen after opt-
ins and within the first 24 hours1.

45%

Maximize the Impact of Your Early Impressions

Business as
Usual

Welcome Open
Rate

Welcome CTR

1x

4x
5x

Engagement Rates for Welcome Emails are Much Higher
than for Business as Usual Communications

Open Rates of Welcome Emails vs. Business as Usual Emails1

Welcome Experience Best Practice and Examples



Building a Best Practice Welcome Experience
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Welcome Experience Best Practice and Examples

Goal: Before doing anything, brands need a clearly defined objective for their welcome experience and the actions it’s intended to drive. This will allow them to 
streamline their initiatives and increase the likelihood of having an impact on consumer behaviors.

a. Create the Moment

Step 1: Establish the Relationship

b. Build a Profile 

c. Expand Engagement

a. Get Tactical

Step 2: Develop the Relationship 

b. Make It Work

Set a scene and draw consumers in

Enable engagement with essential data

Get permission to expand to a new channel

Define essential steps for a successful 
relationship

Call consumers to action with meaningful content

Source: Simon Data analysis.
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Establishing the Relationship

a. Creating a Moment c. Expanding Engagement

Building a Best Practice Welcome Experience: Step 1

1. Have purpose. Collect only the information 
that you need to offer customers a unique, 
valuable, and tailored experience, and make it 
transparent why that information is being 
collected.

1. Offer a next step. Create an opportunity for the 
customer to take the first step in the 
relationship by making their first micro-
conversion from unknown to known, this can 
be a purchase or offering an email address.

b. Building a Profile
1. Set the scene. Enable customers to take 

action by offering a simple and straight-
forward path to opt-in and begin a 
meaningful engagement with you.

1

Ø Key questions to ask:
• What preferences or objectives 

would a valuable experience 
account for?

• Is personally identifiable 
information necessary now?

Ø Sample content types: 
• Diagnostic
• Calculators
• Benchmarks
• Recommenders

Ø Ideas to encourage sign up:
• Personalized results
• Curated collections
• Special access
• Differentiated advice

Ø Common pain points: 
• Sizing
• Compatibility
• Choice (on your site and others)
• Rules and/or regulations

Ø Idea for how to set the scene:
Simplify your homepage to allow 
customers to choose a path from 
a selection of options while also 
allowing you to quickly segment 
on intent.

Ø Additional data points to consider:
• Email sign-up vs. product 

purchase
• Product pages visited
• Personal goals and objectives

Source: Simon Data analysis.

2. Solve a problem. Entice engagement from 
customers by helping to overcome a barrier 
or frustration when shopping for a product in 
your category and helping make their 
decision easier.

2. Make it engaging.  Don’t just offer customers 
a long form to complete, create an 
interactive experience that shares value 
back as they complete it.

2. Welcome the customer.  Use this first micro-
conversion to kick off a welcome series and 
define how you will nurture customers to 
take further action.
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Source: Simon Data analysis.

Developing the Relationship

Building a Best Practice Welcome Experience: Step 2

Respond Immediately.  Send an instant response to 
acknowledge the customers’ first action and to quickly 
continue the relationship while top–of-mind.

Establish Calls to Action.  Consider your end goal and the 
calls to action at each point in the series that will effectively 
drive customers to toward that goal. 

Keep Listening.  Use the data you have and continue to 
gather new information to inform the content of any follow-
on communications, ensuring continued relevance.  

Experiment for Results.  Plan variants of each 
communication to test for what is most effective to drive the 
desired behaviors in the target audience and optimize for 
results.  

Define Your Triggers. Consider what actions should kick off 
your welcome series, as well as any other triggers that you 
want to shape into the overarching customer experience 
over the course of the series, and how they might impact 
what messages are sent.

Identify Channels.  Determine the best channels to engage 
your new customers as they make their way across the 
series – consider email, SMS, display ads, and mobile push 
as options.

Space It Out.  Consider how long you would like to make 
your welcome series, the number of communications you 
would like to send, and how long of a delay you would like 
between each communication as you map out the full 
journey

Branch with Purpose.  Allow for if/then responses across 
the journey to react to customer behaviors and stay 
relevant. As customers continue their welcome 
experience, consider the actions they might take between 
communications and if that can/should impact their next 
message. 

Make It Work…Get Tactical…

2



ThirdLove

8
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Trigger: 
Contact completed 

FitFinder
+ +

+ 0 DAYS + 2 DAYS

+

+ 0 DAYS

Establishing the Relationship

a. Creating a Moment c. Expanding Engagement

Developing the Relationship

Goal: Deliver a rich, meaningful, and personal experience to identify unknown users and nurture leads to conversion.

ThirdLove Welcome Experience

• ThirdLove engages the customer by bringing 
value through information sharing and 
decision-simplicity 

• Collects critical information about the 
customer to support future personalization of 
their experience

• Builds trust in the brand and increases the 
likelihood the user identifies themselves by  
sharing an email.

• ThirdLove captures permission to engage by 
collecting the customer’s email address at the 
end of the FitFinder survey

• Demonstrates the value of establishing a 
relationship with the brand

• Enables the first-critical micro-conversion, 
moving customer from unknown to known and 
triggers email Welcome Series

b. Building a Profile
• ThirdLove offers prospective customers an 

opportunity to engage by promising to 
alleviate a common challenge for customers 
shopping in their category.

• Allows the relationship to begin with a 
meaningful survey (FitFinder) to help point 
customers to the right products for their size, 
shape, and preferences.

1

2

Loyalty Sign-Up 
Request Email

Personal Collection 
Reminder Email

Loyalty Sign-Up 
Reminder Email

FitFinder Results 
Email

Source: Simon Data analysis; ThirdLove.



ThirdLove: Creating a Moment

ThirdLove gives customers 
an opportunity to choose a 
path to engage more deeply 
with the brand in exchange 
for an enhanced experience.

• ThirdLove limits the amount 
of choice on the homepage 
to more explicitly 
encourage customers to 
participate in their survey.

• Tapping into a common 
pain point for women (bra 
fitting/sizing), ThirdLove
promises customers a 
solution in a way that 
engages customers, earns 
trust, and simplifies the 
purchase process. 

Set the Scene

Let customers choose 
their own welcome path 
by offering opt-in 
opportunities to improve 
lead quality. 

Promise Value

Help customers get 
started with an 
interactive tool - a space 
to share data and get 
valuable help in return.

10
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Source: Simon Data analysis; ThirdLove.



ThirdLove: Building a Profile

ThirdLove leverages a 
diagnostic quiz to both 
transparently collect 
relevant data and share 
back valuable insights with 
the customer.

• ThirdLove only collects data 
that’s relevant to the 
products and preferences 
of the customer.

• ThirdLove triggers 
responses to specific 
answers as preemptive 
objection handling around 
their products’ unique 
selling points.

Tip: 

• Respond in kind.
Engagement goes both 
ways and responding to the 
customer’s selections 
encourages them to 
engage further.

Collect Meaningful Data

Consider what data is 
essential to create a 
personalized experience and 
collect it transparently.

Have a Conversation

Have a reply ready for their 
responses that will resonate, 
feel personal, and bring them 
value in exchange for their 
data. 

11
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Source: Simon Data analysis; ThirdLove.



ThirdLove: Establishing a Relationship

ThirdLove collects email 
addresses as a next-step 
opportunity after customers 
complete their quiz to 
continue engaging with the 
brand in a new channel.

• ThirdLove uses personalized 
survey results instead of 
discounts to encourage 
customers to raise their 
hand to connect.

• ThirdLove’s survey results 
enable decision simplicity 
and confidence.

• ThirdLove links customers to 
a curated collection based 
on quiz results. 

Tip: 

• Don’t discount. Consider if a 
discount is the best value 
you can offer, don’t 
underestimate non-financial 
value drivers.

Connect with Purpose

Get permission to engage 
by promising value beyond 
discounts. 

Personalize a Call to 
Action

Encourage a return to your 
site with an email that 
leads back to products 
picked just for them. 

12
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Source: Simon Data analysis; ThirdLove.



ThirdLove: Developing the Relationship

ThirdLove’s next call-to-
action invites customers to 
join a loyalty program by 
creating exclusivity and 
gamifying rewards.

• ThirdLove’s loyalty program 
offers basic benefits, but 
they’re sizable enough to 
encourage participation 
and offer value. 

• ThirdLove’s loyalty perks 
increase based on lifetime 
spend: Admirer ($0), 
Enthusiast ($250), and 
Devotee ($450)

• ThirdLove drives the power 
of word-of-mouth by 
linking loyalty status with 
referrals, offering further 
status rewards and 
discounts, increasing total 
revenue potential.

Create “Exclusivity”

Structure a rewards 
program that, on joining, 
feels exclusive through 
strategic tiering and 
benefits. 

Drive Word of Mouth

Avoid commoditizing 
sign-up discounts and 
instead gamify sharing 
for rewards. 

13
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Source: Simon Data analysis; ThirdLove.



ThirdLove: Personal Collection Reminder

After failing to purchase for 
two days, ThirdLove reminds 
customers of personalized 
collections and invites them 
to reengage with the brand.

• ThirdLove reiterates that 
their products are only 
available on their site and 
the collection is curated 
exclusively for that 
customer.

• ThirdLove ensures that 
customers can explore their 
products beyond what’s 
featured in their collection 
to encourage cross-
sell/up-sell.

Tip: 

• Say it again. Consider 
placing your call-to-action 
in more than one place with 
different formats in your 
email to cater to 
preferences and attention.

Make It Exclusive

Emphasize the 
customization of your 
collection in a way that 
boosts exclusivity to drive 
brand intent. 

Link to More

Add links to the broader 
collection in case the 
customer is interested –
personalization shouldn’t 
create barriers to 
purchase.

14

Call to Action

Give the customers 
multiple opportunities to 
click through and take the 
desired action.

Welcome Experience Best Practice and Examples

Source: Simon Data analysis; ThirdLove.



ThirdLove: Loyalty Rewards Reminder

ThirdLove also reminds 
customers of unused loyalty 
rewards to show value, 
create urgency, and boost 
decision confidence.

• Building a rewards reminder 
into their welcome series 
creates fresh ways to bring 
customers back to the site.

• Thirdlove links customers to 
a collection of best sellers to 
encourage revisiting the 
website and build 
confidence in a narrower 
selection.

Tip: 

• Expand the conversation.
Find new ways to engage 
and remind customers of 
what they’re missing out on 
and handle any potential 
objections.

Refresh Memories

Remind customers of 
their benefits as part of 
the loyalty program to 
incentivize a first 
purchase.

Build Confidence

Link customers to a 
‘best sellers’ list to 
help them narrow 
selection and build 
confidence in their 
choice.

15
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Source: Simon Data analysis; ThirdLove.
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Trigger: 
Consultation 

Completed
+

+ 0 DAYS

Establishing the Relationship

a. Creating a Moment c. Expanding Engagement

Developing the Relationship

Goal: Deliver a rich, meaningful, and personal experience to nurture and convert leads, identify unknown users, and expand purchase.

Prose Welcome Experience

• Prose engages customers in the transparent 
collection of personal data by validating and 
rationalizing information requests.

• Collects only information critical to the 
development of a customized product.

• Encourages consultation completion by 
allowing customers to follow their progress to 
let them know how much more time is 
required.

• Completion of the consultation marks the first-
critical micro-conversion, moving customer 
from unknown to known and triggers an email 
Welcome Series

b. Building a Profile
• Prose establishes brand credibility by 

highlighting 5-star product reviews

• Welcomes customers with an invitation to 
resolve their biggest pain points in managing 
their hair care. 

• Begins the relationship with a consultation to 
generate a formula for a customized product 
for their unique needs.

Source: Simon Data analysis; Prose.

1

2

Product 
Welcome Email

Referral 
Request Email

Post-
Consultation 
Email

Trigger: 
Customer 
Purchased

Custom Club 
Welcome Email

+

+ 1 DAYS

+

+ 5 DAYS
Cross-Sell 
Reminder Email+

+14 DAYS



Prose: Creating a Moment

Prose welcomes customers 
by highlighting product 
reviews and emphasizing 
the customization of their 
products, encouraging 
deeper exploration.

• Prose’s brand is based on 
customization, so even 
without knowing the 
customer, they strive to 
make their landing page 
feel personal.

• Prose preps customers on 
what the consultation 
entails to validate the 
request and get permission 
before asking personal 
questions.

Tip: 

• Be upfront. Make sure the 
data you collect has a 
purpose and that your 
customers see a value in 
sharing it.

Focus On a Call-to-Action

Allow customers to quickly 
choose their own path 
forward by encouraging 
them to opt into a more 
personalized experience.

Explain What’s Coming

Share with customers what’s 
coming – and why you’re 
asking - so they can be 
better prepared to opt in.

Establish Credibility

Share on your homepage 
customer reviews to build 
credibility before getting 
personal.

18
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Source: Simon Data analysis; Prose.



Prose: Building a Profile

Prose engages customers in 
a transparent collection of 
personal data by validating 
and rationalizing 
information requests.

• Prose relies on data to 
create a custom product, 
and therefore sees building 
trust as a critical part of the 
welcome experience.

• Explanations and progress 
trackers across the 
consultation keep  
transparency and help 
build that essential trust.

Tip: 

• Handle objections.
Anticipate the biggest push 
backs your customer may 
have in completing 
requests for data and 
confront them head on.

Validate Your Asks

Sensitive information like 
zip code and email can 
raise a flag, but explaining
how it helps create a more 
custom and positive 
experience increases 
likelihood of sharing.

Show Progress

Keep customers aware of 
their status through the 
consultation to help them 
gauge progress, but also to 
further transparency.

19
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Source: Simon Data analysis; Prose.



Prose: Expanding Engagement

Upon completion, Prose 
contacts customers with a 
link to results and a pre-
filled cart as a call to action 
that leads to a purchase.

• Prose expands 
engagement with a simple, 
personal, yet not over-
personalized email to 
encourage revisiting the 
site. 

• Prose links to an editable, 
pre-filled cart with product 
detail, furthering  the 
learning journey, handling 
objections, and simplifying 
check-out.

Tip: 

• Auto-filling. If you have too 
many products to auto-fill 
a cart, consider a page that 
pulls a custom collection of 
the items that are best fits.

Auto-Fill a Cart

Link customers to 
pre-filled cart of their 
essential custom 
items. 

Add Details

Give details about 
each product and its 
importance across 
the suite of products 
and  against their 
goals. 

Call to Action

Link customers from 
the email  back to 
your site where they 
can view their 
custom products.

20
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Prose: Developing the Relationship

Prose sends a post-
purchase welcome email 
that inspires confidence in 
their decision and puts a 
collaborative relationship in 
motion.

• Haircare is often a 
commodity purchase, but 
Prose positions key 
differentiators to show their 
unique value.

• Prose gets further mileage 
in their welcome series by 
splitting key messages 
between brand- and 
product-specific 
welcomes.

Tip: 

• Focus priorities. Consider 
highlighting one social 
media site at a time and 
how your customers 
engage there to increase 
the likelihood of customers 
following through. 

Expand Channels

Encourage customers to 
engage on other 
channels such as social 
media, mobile app, or 
text to create new 
contact opportunities. 

21

Build Confidence

Remind customers that 
their purchase was a 
good choice to help 
them hit their 
objectives.

Share What’s Coming

Share what buyers now 
have access to as 
customers to encourage 
loyalty and 
engagement.

Welcome Experience Best Practice and Examples

Source: Simon Data analysis; Prose.



Prose: Developing the Relationship – Product Usage

Prose’s second welcome 
email teases the pending 
product arrival and 
coaching customers on 
getting the most out of their 
new shampoo.

• The product-welcome 
email bridges the gap 
between order and arrival 
to let customers know Prose 
hasn’t forgotten and to get 
them excited again.

• This email also begins 
coaching customers on 
how to use their products 
most effectively, likely 
undoing a lifelong habit.

Tip: 

• Keep interest. Send a 
reminder to update 
customers on their 
purchase and rebuild 
excitement, especially if 
you have a longer 
turnaround time.

Coach for Best Results

Show your customers 
how to get the most from 
their product, either 
directly in the email or 
linked back to the site.

22

Sneak a Peek

Let customers see 
what to expect to get 
them excited about 
their new products 
and stay relevant 
across processing 
and  shipping.

Welcome Experience Best Practice and Examples

Source: Simon Data analysis; Prose.



Prose: Developing the Relationship - Referral

Prose waits five days before 
driving advocacy with an 
easy-to-digest email 
incentivizing customers to 
share their experience with 
friends.

• Timed after the first few 
washes, Prose asks its 
customers to share their 
experience with friends and 
be rewarded for it.

• Prose uses 3 ways to 
reiterate their ask including 
a clear step-by-step 
process that highlights the 
simplicity of their request 
and the benefits of referring 
a friend.

Tip: 

• Time it right. Send a 
referral request at the point 
when your customers are 
beginning to see the value 
of their purchase.

Have Multiple Calls-to-Action

Give customers multiple 
opportunities to click through and 
act so it is easy to find and 
complete.

Offer Incentives

Incentivize customers to become 
advocates for you, increasing 
lifetime value and reducing 
commoditization.

23

Say It Different Ways

Reiterate your call-to-action in 
different ways (even if it’s simple!) 
to reinforce the ask and sharpen 
the objective.

Welcome Experience Best Practice and Examples

Source: Simon Data analysis; Prose.



Prose: Developing the Relationship – New Product Purchase

Prose follows up with 
customers after two weeks 
to encourage purchasing 
complimentary products 
once they have seen value 
from their current set.

• Prose’s products are more 
effective together, and so 
they target customers who 
only bought some items by 
reminding them the rest of 
their portfolio.

• Prose simplifies checkout 
by directly linking 
customers to a shopping 
cart that is pre-filled with 
products from their saved 
custom shampoo formula

Tip: 

• Handle objections. If you 
know why customers walk 
away, you can more readily 
help overcome the barriers.

Create Confidence

Highlight reviews from 
current customers to 
inspire confidence in the 
product and their 
decision-making. 

Handle Objections

Offer insights that 
address common 
objections and highlight 
the value customers get 
from completing the 
bundle.

24

Make It Easy

Use this opportunity to 
autofill their cart with the 
item you’re suggesting 
to simplify the purchase 
process.

Welcome Experience Best Practice and Examples

Source: Simon Data analysis; Prose.
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Trigger: 
Completed Card 

Application
+

+ 7 DAYS

Establishing the Relationship

a. Creating a Moment c. Expanding Engagement

Developing the Relationship

Goal: Help customers quickly identify the right solution for their needs to convert leads and expand product utilization.

Chase Welcome Experience

• Chase walks customers through a series of 
questions to uncover preferences and 
objectives.

• Allows customers to track their progress and 
responses as they complete the quiz.

• Uses collected customer preference data to 
align customers to best-fit products and 
encourage their application.

• A completed card application marks the first-
critical micro-conversion, moving customer 
from unknown to customer and triggers an 
email on-boarding series.

b. Building a Profile
• Chase offers visitors a curated collection of 

product options to explore what fits their 
needs

• Highlights a diagnostic tool to help 
customers better identify the best credit card 
for their preferences.

• Chase encourages participation by 
promising value though the simplification of 
the decision-making process.  

1

2

Bonus Points 
Benchmark 
Email

Bonus Points 
Accrual 
Coaching EmailPost-Application 

Confirmation 
Email

+

+ 7 DAYS

+

+ 2 DAYS Bonus Points 
Utilization  
Coaching Email+

+30 DAYS

Card Approval 
Welcome Email

Source: Simon Data analysis; Chase.



Chase: Creating a Moment

Chase welcomes visitors 
with a landing page 
designed to simplify the 
experience by pointing users 
to popular product lines and 
tools that support decision-
making.

• Chase’s homepage offers a 
credit card matching quiz 
to help customers identify a 
card for them

• In place of a top nav menu, 
Chase’s customers choose 
their own path using quick-
links to their most popular 
products 

Tip: 

• Understand their goals. 
Know why customers are 
visiting your site and offer 
them a choice to self-
select a journey that helps 
get them there.

Clear a Path

Give customers a clear set of 
options for them to self-
define their journey, which 
are aligned to your most 
common product-lines.

Simplify Choice

Help your customers narrow 
down their choices to only 
the products that best suit 
their needs. 

27

Source: Simon Data analysis; Chase.
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Chase:  Building a Profile

Chase then moves 
customers through a Card 
Finder quiz to collect 
customer preferences and 
help narrow down the best 
card to help that customer 
meet their goals.

• Chase knows choosing a 
credit card is a difficult 
decision for customers, and 
so offers a Card Finder quiz 
to simplify the process and 
build confidence.

• Chase shows customers 
their cumulative choices as 
they make their way 
through the quiz.

Tip: 

• Build confidence with 
reviews. Don’t just narrow 
down choices on 
preference, but consider 
offering reviews of each 
product to help further 
inform choices.

Summarize Responses

Keep customers’ memories 
fresh by recapping 
responses so they can 
associate matches with 
those preferences.

28

Highlight the Best

Show best-fit products as 
well as relevant reviews to 
simplify decision-making 
and build confidence.

Ask Easy Questions

Keep response options 
quick and simple to 
avoid adding to 
customers’ decision 
anxiety.

Source: Simon Data analysis; Chase.
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Chase: Expanding Engagement

In the quiz results, Chase 
makes it easy for customers 
to apply for the card and 
instantly confirms receipt 
with a simple email with 
critical account information.

• Card applications can be 
daunting, so Chase 
simplifies the process as 
much as possible by  
including confidence 
boosters.

• Chase ensures clients are 
aware of the biggest 
benefits relevant to the 
objectives uncovered in the 
quiz.

Tip: 

• Confirm quickly. Use 
triggered emails to 
instantly reply to customers 
and confirm receipt, 
especially when requests 
contain personal 
information.

29

Tailor to Preferences

Showcase the aspects 
of the product that 
most reflect the 
interests and 
preferences of the 
customer. 

Expedite Purchase

Allow customers to 
choose how they want 
to check out and 
enable quick and easy 
access.

Acknowledge Receipt

Confirm purchases with a 
prompt response that 
includes the most 
essential information 
about the product and set 
expectations for future 
contact.

Source: Simon Data analysis; Chase.
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Chase: Developing the Relationship

After a completed 
application, Chase 
welcomes customers with 
content to inspire them to 
explore their new card and 
make plans. 

• Chase’s target persona for 
this card aspires to travel, 
so including travel-related 
photos and benefits 
inspires customers to 
make plans using their 
new card.

• Chase reiterates the 
card’s benefits for new 
customers to encourage 
them to take advantage.

Tip: 

• Know your customer. 
Offer different personas 
content that resonates 
with their objectives to 
encourage engagement 
and build a stronger 
brand relationship.

30

Spark Exploration

Place multiple calls to 
action across the page to 
return customers to the 
website to boost 
engagement. And 
encourage further 
exploration of what’s 
coming.

Make It Visual

Inspire customers with 
photos that relate to 
an objective set by the 
customer as a reason 
for purchase.

Highlight Selling Points

Remind customers of the 
key selling points of the 
product to reinvigorate 
interest.

Source: Simon Data analysis; Chase.
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Chase: Developing the Relationship - Coaching

A week into ownership, 
Chase updates customers 
on their progress against a 
large welcome bonus to 
build urgency and provide a 
path forward through 
coaching.

• Chase gamifies their 
welcome bonus to create 
urgency and build utilization 
habits.

• In a separate follow-up 
email, Chase offers 
customers low-effort ways 
to maximize dollar spend 
and point return.

Tip: 

• Create Urgency. Gamify 
your welcome experience to 
encourage customers to 
participate more urgently. 
Done well, these tactics 
create habits, drive loyalty, 
and increase utilization. 
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Gamify Their Welcome

Base welcome bonuses on 
utilization to create a sense 
of gamification and urgency 
against a goal and drive 
product use.

Give An Update

Let customers know where 
they are on their welcome 
journey with an update to 
encourage continued 
participation.

Share Rewards Tips

Follow-up with your 
customers with ways they 
can ‘play’ to access more 
rewards to help hit their 
goals.

Source: Simon Data analysis; Chase.
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Chase: Developing the Relationship – Channel Expansion

When customers visit their 
statement online, Chase 
encourages a detailed 
account set up, using the 
opportunity enable 
preferences and to also 
create new channels for 
engagement.

• Chase encourages users to 
set key preferences, which 
define the customer 
experience.

• This call to action is found in 
the online customer portal 
and is featured in their 
statement review.

Tip: 

• Make it your own. Consider 
going beyond just account 
basics and mapping 
content-level preferences 
as well. These can enable 
more resonant and 
personalized content across 
the customer lifecycle. 
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Centralize Account Set-Up

Offer a central location where customers can 
get, keep track of, and complete their 
onboarding tasks and customize their brand 
experience.

Optimize to Preference

Give customers a set of 
onboarding tasks that 
customizes the way they 
experience the brand 
moving forwards.

Add New Channels

Encourage customers to 
download an app and enable 
push notifications, increasing 
engagement opportunities.

Source: Simon Data analysis; Chase.
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Chase: Developing the Relationship – Coaching #2

Chase sends a final email to 
coach customers on ways to 
use accrued points,  
encouraging users to set 
goal for points they can 
achieve with higher spend.

• Once customers have 
begun to accumulate points 
(about six weeks), Chase 
offers a glimpse at some 
ways to cash in points.

• Chase updates messaging 
to be more aspirational tone 
to further gamify point 
earning against an end 
goal, which for this persona 
is travel rewards. 

Tip: 

• Support success. Position 
your product as a conduit of 
achieving an end goal to 
build a better brand 
relationship with customers 
and encourage utilization. 
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Elevate Perspectives

Use aspirational tones when 
discussing product features 
that are valued by the 
customer, especially with 
function and status.

Coach for Utilization

Show your customers how 
to best use the benefits 
your products bring them.

Source: Simon Data analysis; Chase.
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Welcome Experience 
Best Practice Checklist
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Best Practice Checklist: Welcome Experience
Welcome Experience Best Practices and Examples

Use this checklist to get 
started on building out a 
best practice welcome 
experience for your 
customers.

• Establish core objectives for 
each step of the welcome 
experience to make it easier 
to identify the best content 
and form for the task.

Tip: 

• Brands strive for 
personalization, but over-
personalizing can risk 
coming across as ‘creepy’ 
early in the relationship. Aim 
to using the personal data 
points to inform 
preferences, and tailor 
offers and messaging, with 
an eye toward maximizing 
customer value.

q Do your homework. Use consumer research and 
surveys to understand your customers’ use cases, 
pain points. and objections to help define a 
valuable and resonant welcome experience.

q Map the experience. Plan out what your customers 
should see and when. Use this to define an 
omnichannel experience from arrival to post-
purchase.

q Eliminate obstacles. Make sure your user 
experience is welcoming and easy. Use what you 
know about drop-off and friction points to find ways 
to optimize their path so your welcome series has 
more impact.

q Deliberate on discounts. Establish when discounts 
are appropriate so that you aren’t commoditizing 
your brand or being counter-productive to lifetime 
value as it’s hard to walk back from.

q Use Simon Data. Consider what data points will 
enable a high-impact personalized experience for 
your shoppers, and leverage Simon Data’s platform 
to pull and apply those data points.

Build Your Content…

q Collect the right data. Plan how to collect only the 
data you need to create a tailored and valuable 
experience. Get permission to collect sensitive data 
points by offering value and transparency.

q Show value. Remember that value doesn’t have to 
be financial. Consider how you can make a 
welcome experience easy, build confidence, and 
tailored to needs.

q Think multi-channel. Consider how to leverage the 
welcome moment to acquire additional channel 
permissions, setting the stage for a cross-channel 
customer experience moving forward. 

q Keep it simple. Don’t send too many emails to new 
customers in order to avoid them unsubscribing. 
Make sure each email has a purpose, is on brand, 
and tells a compelling story.

q Tailor for resonance. Make sure anything you send 
feels tailored and personal.  The experience doesn’t 
have to be overly personalized, but should reflect 
their preferences, objectives, and expectations.

Source: Simon Data analysis. 

Get Ready…1 2
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